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ABSTRAK 
Private label brand merupakan salah satu strategi bagi peritel yang 
mampu meningkatkan penjualan. Hal tersebut disebabkan adanya persepsi 
konsumen yang menganggap produk private label brand berkualitas dan 
memiliki harga yang sesuai. Penelitian ini bertujuan untuk mengetahui 
pengaruh store brand price image, store image perception, dan perceived 
risk terhadap purchase intention di Super Indo Surabaya. 
Desain penelitian menggunakan desain penelitian kausal. Jenis data 
yang digunakan adalah data kuantitatif. Alat yang digunakan dalam 
penelitian ini berupa kuesioner. Populasi sampel adalah 150 orang yang 
pernah berbelanja di Super Indo di Surabaya. Teknik pengambilan sampel 
yang digunakan dalam penelitian ini menggunakan non probability 
sampling dengan cara purposive sampling. Teknik analisis data yang 
digunakan dalam penelitian ini adalah Structural Equation Modeling (SEM) 
program LISREL 8.80. 
Berdasarkan hasil analisis dapat diambil kesimpulan bahwa 
Terdapat pengaruh negatif antara store brand price image, store image 
perception, dan perceived risk terhadap purchase intention; serta terdapat 
juga pengaruh secara tidak langsung store brand price image dan store 
image perception terhadap purchase intention melalui perceived risk. 
Kata Kunci  :  Store Brand Price Image, Store Image Perception, 
Perceived Risk, Purchase Intention 
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ABSTRACT 
Private label brand is one strategy for retailers that can increase 
sales. This is due to the perception of consumers who consider private label 
product quality brand and have the appropriate price. This study aims to 
determine the influence of brand store price image, perception store image, 
and perceived risk to purchase intention in Super Indo Surabaya. 
The research design uses a causal research design. The type of 
data used is quantitative data. The tool used in this study is a questionnaire. 
The sample population was 150 people who had been shopping at Super 
Indo in Surabaya. Sampling technique used in this study using non 
probability sampling by way of purposive sampling. Data analysis 
technique used in this research is Structural Equation Modeling (SEM) 
program LISREL 8.80. 
Based on the results of the analysis can be concluded that there is 
a negative influence between store brand price image, store image 
perception, and perceived risk to purchase intention; and there is also 
indirect influence of store brand price image and store image perception to 
purchase intention through perceived risk. 
 
Keyword :  Store Brand Price Image, Store Image Perception, 
Perceived Risk, Purchase Intention 
 
